

















Here’s Where New Business Managers 
Can Make Money 


ERVICE to the customer in the way of efficient, reliable heat- 
ers, should be the first consideration of gas companies. 


In the Kennedy line of heaters you are assured of the best 
that can be made, designed to fit the needs and the pocketbooks 
of every prospect. The “A”, “B”, and “C” series heaters meet 
every taste. From the “most beautiful fireplace heater in 
America” down to the handsome low priced “C” Series heater, 
the same high standards of workmanship are carried out, and 
assure perfect combustion, perfect utilization of the radiant 
heat elements, and perfect satisfaction to your customer. 


It is in selling high grade, right priced radiant heaters, that 
New Business Managers can not only make money, but lay up a 
store of good will for the gas company that is invaluable. 


Write for booklets and prices on the complete line of Ken- 
nedy heaters, the “A”, “B” and “C” Series. 


‘Radiant Heat Corporation of America 


126 Eleventh Avenue New York City 
Kennedy Heaters have been tested by the Electrical Testing Laboratories of New York City 
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Koppers Coal Gas Plant 
at WINNIPEG 


We are pleased to announce the receipt of a contract 
from the Winnipeg Electric Railway Company covering the 
design and erection of a Koppers Coal Gas Plant to consist 
of 17 gas ovens of Koppers Improved (Becker) Type, hav- 

' img a capacity of 6.8 tons of coal per charge, together with 
a Koppers producer and coal and coke handling equipment. 


This plant will embody the latest developments in coal 
gas manufacture. The ovens will be underfired with pro- 
ducer gas, but, if desired, can be heated with blue gas or 
oven gas. Provision has also been made for steaming of the 
ovens. The ovens are designed to operate on a normal 
coking time of twelve hours, which can be reduced to eleven 
hours or increased as desired, permitting of the greatest 
flexibility in the production of gas and coke. 


This is the third Koppers Coal Gas Plant contracted for 
during 1923, the other two plants being located at Battle 
Creek, Michigan, and Zilwaukee, Michigan, respectively, 
and is a further indication of the increased confidence of the 
gas industry in the Koppers Company’s ability to serve it. 


Proof that this confidence is warranted will be found in 
the operation of these plants, which, we believe, will mark 
an epoch in efficient coal gas manufacture. 


The KOPPERS COMPANY 


Pittsburgh Chicago 
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(Patent Applied For) 


The ability of the Rotary Displacement 
Meter to measure the flow of gas or air is 
based on the fact that this type of machine 
displaces a known quantity at each revolu- 
tion. A counter is furnished which registers 
the revolutions of the meter. When these 
revolutions, recorded by the operator, are 
multiplied by the meter displacement, and 
to the net volume thus recorded is added 
the slip of the machine, the result is an 
accurate record of the amount of gas 


passed. 
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Gasmen, mindful of accuracy and de- 
pendability in recording plant output, 
will thoroughly appreciate the Conners- 
ville Rotary Displacement Meter because 
of these features: 


Accuracy. Meters in service during 
several years in various plants, have been 
carefully checked. Periodic comparisons 
of several months duration, between 
these meters and the most accurate of 
other types, have shown a difference in 
results of only a small fraction of one per 
cent. j 


Low Operating Cost. The flow of the 
gas in the line causes rotation of the im- 
pellers, and the only power used is that 
necessary to produce the low differential 
pressure. 


Maintenance. With the simple sturdy 
construction, there are no delicate parts 
requiring frequent adjustment and re- 
placement. 


A demonstration in your own plant will 
prove its actual value. The above appa- 
ratus is only one of a varied line con- 
sisting of 


Meters—Pumps—Boosters—Blowers— 
Exhausters 


The Connersville Blower Co. 


12th St. and Kentucky Ave. 
CONNERSVILLE, IND. 


114 Liberty St. 
NEW YORK 





53 W. Jackson Blvd. 
CHICAGO 
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Accurate Records of Gas Passed! 
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Principles of Proper Merchandising 


Appliances should be sold at profit—Salesmen should be given 


every Opportunity to study their products 
Edward J. Cooney 


At the 1923 convention of the Associated Advertis- 
ing Clubs of the World, held at Atlantic City in June, 
the Public Utility Advertising Association—consist- 
ing of gas, electric and street railway companies— 
had an exhibit of public utility advertising that 
amazed those who have not been keeping pace with 
the growth of this phase of the utilities. 

Not the least attractive part of the display was that 
portion given over to the American Gas Asosciation. 

The following excerpt from a letter written at the 
close of the convention by the president of the Pub- 
lic Utilities Advertising Association, W. P. Strand- 
borg of Portland, Ore., to the writer, who was chair- 
man of the exhibit committee, shows how the dis- 
play was received: 

“You can take some satisfaction in knowing that 
you were responsible for assembling and displaying 
the most representative and creditable public utility 
advertising exhibit ever shown anywhere. The ex- 
hibit was warmly commended on every hand ané 
opened the eyes of some of the chaps who didn't 
think the utilities knew very much about the game.” 


Importance of Gas Advertising and Proper Mer- 
chandising 

I wonder how many gas companies are awake to 
the importance of proper advertising and merchan- 
dising gas and gas appliances, as are those whose 
work formed the bulk of the Atlantic City display. 

All one needs to do is to look about in his own 
home town or city and see the enormous successes 
that are being made because the advertising and sell- 
ing phase of modern business is considered of para- 
mount importance. 

This article is not directed to those gas companies 
who realize the importance of right merchandising, 
but to those companies—and there are many—that 
put this department of their business into a place ot 
minor importance. 

How about your local department stores? How 


Lowell Gas Light Co., Lowell, Mass. 


long would they last if they still held to the busi- 
ness methods that were considered modern a half 
century ago? 

[I know of a gas company that considers it good 
policy to do business on a 10 per cent margin. This 
company runs its appliance store at a financial loss 
because the officials think that by so doing they in- 
crease the gas consumption. This is mere fallacy 
that has been discarded long ago by wide-awake 
companies. I know of several companies that believe 
in a low markup as the right method of creating in- 
creased sales of gas appliances. 


Company Appliance Store Should Be Run at Profit 


A gas company appliance store should be con- 
ducted on the same principles as are used by all suc- 
cessful retail establishments. Overhead expenses 
should be definitely determined and charged against 
merchandise, after which there should be added a 
safe margin of profit to make the store not only self- 
sustaining, but in a position to show a fair return on 
the investment. 

Where a gas company sells merchandise on a mar- 
gin that is considered unbusiness-like by other mer- 
cantile establishments, there is no reason why furni- 
ture dealers and other stores should make an effort 
to push the sale of gas appliances. There is every 
reason why they should and do sell electric, coal and 
oil burning appliances, where they can get the profit 
necessary for them to continue in business. 

Some stores find they can make a good profit on 
a 50 per cent markup, while others must get 100 per 
cent markup or better to pay dividends. 

People do not appreciate that for which they do 
not have to invest their money. Gross sales are 
never increased by insufficient markup, except during 
sales periods. There are numerous cases on record 


(Continued on page 514) 






































Sub-Committee Report’ 


Credit and collection policies and contractual relations 
with customers 


J. M. Roberts, Chairman 


The Peoples Gas Light & Coke Co., Chicago, III. 


{IS subject is so weighty, the field of endeavor 

I so large, and the individual requirements of the 

various companies which compose our industry 

so manifold, that your committee has set up only 
principles—not routines. 


Your sub-committee on credit and collection poli- 
cies and contractual relations with customers has 
considered the general collection and credit policies 
ol company members from the broad viewpoint of 
their effect on our customers’ attitude and their in- 
fluence in promoting and retaining good will. In the 
main, to gain our customers’ co-operation is our goal. 

Let us not talk sagely of desires for the right kind 
ot relations with our customers and merely consider 
them as a subject for discussion and then allow our 
ardor to cool off. Warm up your subject—get it red 
hot—even cold iron can be heated so that it will 
flow. 


We have endeavored, in our work, to embrace the 
whole field of contractual relations with customers 
with our original thought, service and good will, al- 
ways foremost. Emphasizing the desirability of 
point of contact with customers when taking con- 
tracts, and obtaining signatures to any papers that 
are included in the wide range of main contracts 
down to selling the smallest type of appliance. 


Courtesy and Efficiency Dominant 


We maintain and emphasize that two dominant 
features should be outstanding in all our transactions 
with customers—courtesy and efficiency. 


We are the salesmen of our industry, like the sales- 
men of the great mercantile houses of today, and 
in some respects some of our companies do not fol- 
low, but lead. If we have to follow, let it be in the 
wake that is left by high-class merchandise houses 
and not those of the technician or the lawyer. 

Your committee recommends that we should at 
least speak a common language that will be intel- 
ligible, not only to company workers, but to out 
patrons, and eliminate technical words and phrases 
in Our contracts and papers presented to customers 
for signature. , 


Routines should be subordinated to principles, for 
if we can establish principles that are acceptable in 
the main, such principles can be easily modified to 
suit local conditions. 


*Presented at the American Gas Association Con- 
vention, Atlantic City, N. J. 


Because times, minds and conditions change the 
work in which we are engaged, that which has been 
gone over in various ways heretofore, will never be 
a finished product. 


Contracts 


The thought has been presented on several occa- 
sions that it is possible to eliminate so-called appli- 
cations for gas or contracts and other forms of agree- 
ment. This is to your committee’s mind a revolu- 
tionary proposition. 


The majority of our customers will have more re- 
spect for our companies, believe in them, and invest 
in them more readily if they know our companies 
were reasonably and properly protecting themselves, 
and at the same time, giving the best possible serv- 
ice and accommodation to their customers. 


The Point of Contact 


We have heard this so often we all know what it 
means. Nevertheless, how often we overlook it. 
What point of contact can be obtained in doing away 
vith contracts? None. The contract is eliminated 
and a point of contact lost. Invariably the company 
members that were approached with this thought, 
expressed their negation. 


If you do away with your applications for gas, 
you might as well do away with your credit depart- 
ment. If you do away with your credit department 
and its credit information, from whom are you go- 
ing to collect your final bills? 


Co-operation Between Departments 


The Application Department, Credit Department, 
and Collection Department should co-operate. Why 
co-operation? Because of the information necessary 
tu make collection of your final bills. In larger 
companies these departments are divided, but in 
smaller companies this group is usually one depart- 
ment. 

More employees who come in contact with our cus- 
tomers should be able to take ordinary contracts, 
such as gas applications, jobbing orders, and mer- 
chandise sales, thereby giving the customer service 
in saving him time by relieving him of a call at the 
general offices of the company. But all contracts 
should be subject to approval of the credit depart- 
tment. 


If gas is turned on before credit investigation is 
made, the contract should be in the office of the credit 
department the day after the order is executed. 
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Gas Application Form Important 


Consider your application for gas; it is most im- 
portant. A simple form carrying all that is needed 
1s to legal obligation. 

If you take orders over the telephone to turn on 
gas, of course, you have not a signed contract until 
your inspector calls and gets it when he executes the 
order; then care should be exercised in checking the 
spelling of the name with the signature before such 
orders are permitted to become a matter of record. 


Credits 


If we are to hold to our text, we must assume that 
service is the first requisite in the establishment of 
good relations with our customers, and it must be 
not an indefinite wabbly policy but an extensive 
one. 


To prove the value of such service, you have but 
to go to some city, where there is not only a rivalry 
between the electric and gas companies but also a 
different management. If one serves its customers 
better than the other, it will not be long before the 
other will begin to lose friends in such a pronounced 
manner that it will quickly line up with the more 
liberal policy established by its competitor. 


The credit department should be dominant and 
vigorous in its control of all new accounts. If it is 
not, its lack of purpose will later be reflected in the 
percentage of loss shown in collections. 

By being vigorous and acting with rapidity and 
purpose does not mean that the credit department 
should be harsh or hasty. Members of this depart: 
ment should be alert and know their psychology. 
The department should not be a stone crusher, but 
rather a conveyor carrying on to our records as 
quickly as possible the good accounts, and tripping 
off, as they pass along, the questionable ones that 
show a customer who requires analysis concerning 
his integrity and responsibility. 

We must first obtain proper information concern- 
ing our prospective customer, and to get this certain 
questions must be asked that should be couched so 
they will not appear offensive. 

Contrary to some beliefs, your new customer looks 
with more approbation on the company if it is busi- 
ness-like in its first transactions with him. 

Now we are satisfied if credit relations have been 
properly established and the necessary classifications 
made of your accounts, which should be sifted into 
three relative positions, good, bad, and ques- 
tionable. You are then ready for the further sifting 
of the last two. Some may require street investiga- 
tion, or the telephone might be used to get required 
information that will assist in passing on credit. 
The remainder, after all this sifting, are the accounts 
that are unquestionably credit hazards; what are you 
going to do about them? 


Credits and Merchandise 


Losses are never very large and rules relating to 


this class of work in most companies are most lib 
eral concerning credits and terms. Why? Because 
of competition. If payments on merchandise are not 
made as agreed, there is a definite value in the appli- 
ance (depending on its condition), upon which you 
can cash in as satisfaction for your debt, whereas gas 
used is represented only by a bill. 


Nevertheless, the open market makes your policies 
on selling merchandise line up with those of your 
competitors. We believe that companies not in agree- 
ment with this thought, in making comparisons with 
others that do have the desired policies, will note the 
strides made in sales of merchandise and will follow 
in adopting the liberal policy. 


If they are won over to liberal policies on their 
merchandising, they. will next try the same plan on 
their gas accounts. 


Now to get back to your credit hazards. On some 
of them deposits will be required. Companies who 
favor guarantees will secure questionable accounts by 
having them guaranteed. 


Guarantees 


If you accept guarantors, be liberal with them, for, 
in the first place, you would not accept them in the 
capacity in which they are to act unless they had 
established good accounts. 


Unless some method is devised whereby the guar- 
antor can be notified that the customer he has be- 
friended is not paying his bills with due promptness, 
the guarantor is perfectly right in the reaction that 
takes place, when a final bill is presented (if too much 
time has elapsed) by saying, “Why did you not tell 
me sooner that this fellow was slipping?” are 

While the guarantor may pay that bill, you have 
the assurance of some of the best-informed creJit 
men in your association, that you have lost a friend. 
To avoid such friction one company does this. 


Method of Avoiding Friction 


Usually a deposit should be refunded after a year 
or so, provided the customer has paid his bills 
promptly. With most companies, when an account 
is guaranteed a different action takes place. They 
assume that the guarantor has bound himself for life 
to the gas company to care for the account, unless 
the guarantor is careful to keep the transaction in 
mind and sees that the guarantee is withdrawn. 


If the account guaranteed has run along for two 
years or less, and the bills have been promptly paid 
in the meantime, automatically the guarantor should 
be notified that he has been released from his obli- 
gation; but with some companies, if five years after 
the account was opened and guaranteed, should mis- 
fortune overtake the customer whose account wag so 
guaranteed, the guarantor is held responsible and he 
has to pay. Is this an attitude that will tend to 
establish friendly relations? 
(Continued on page 516) 


Gas Heaters for Early Autumn 


How they may be advertised 


W. B. Stoddard 


The days are getting cooler, autumn is here 
and it is well to remind the public that a gas 
heater is a very comfortable thing to have about the 
house when the rainy, chilly days come. People do 
not want to start the furnace going when the first 
grey day makes its appearsnce, for they are aware 
that many pleasant days may yet be expected. On 
the other hand, there is no need of hugging the 
kitchen stove or shivering in damp rooms. A gas 
heater solves the heating problem. It gives heat 
when you want it, where you want it and as much as 
you want of it. Remind your customers of this when 
they come in to pay their gas bills; tell them of it 
through the newspapers; send them literature re- 
garding the convenient little gas heater; and, most 
important of all—since the visualization of the com- 
fort of a gas heater puts everyone in a buying mood 
—see to it that your windows carry catchy displays 
of these heaters. 

Perhaps the most effective method of reaching 
customers is through their children. Al! parents 
want their little ones to be comfortable, and the 
clean, sanitary gas heater is just the thing for the 
nursery, the bath room or wherever baby and his 
brothers and sisters congregate. 


Examples of Publicity Work 


Some excellent publicity work was done along this 
line by M. A. Bowlin, “The Home Appliance Store,” 
Jacksomville, Fla. The advertisement showed a 
number of little ones sliding down a hannister and 
making a rush for a gas heater that was sending out 
a pleasant glow. The advertisement was captioned: 


FOR LITTLE TOTS ON CHILLY MORNS 

Warm, comfortable houses mear healthy, 
happy children. No winter colds from morning 
exposure in homes equipped with the 

RADIANTFIRE 

Absolutely no fire danger as there are no 
bursting coals and no hot sparks. 
kiddies to play around. 


Sare for the 


This last sentence in some form should appear in 
all advertising of gas heaters, as a fire that is safe to 
play around will make a big appeal to mothers, who 
have a horror of possible burns. 

An equally effective advertisement was used by the 
Pacific Gas & Electric Company of Redwood City, 
Calif. It was one of a series that was run each week 


during the early fall, emphasizing gas service and 
gas heat: 


GAS—THE COLD BARRIER 


Good health demands uniformity of tempera- 
ture indoors. Extremes are bad for adults, but 


far worse for the little tots. 

Many a house is warm and comfy in spots, 
but cold corners predominate. If YOUR house 
has any cold corners, eliminate them with 


A GAS HEATER 


What is more essential than 
health in your home? 


and 
Our experts are at your 
service to tell you how you may secure both. 


comtort 


A third advertisement that would make an excel- 
lent follow-up for the two above mentioned was run 
by the Gas Light Company of Augusta. It showed 
at the top a city in the grip of a snow storm; at one 
side a big thermometer down almost to zero; and at 
the bottom the headings of a number of newspapers 
telling of cold weather in their vicinity. The whole 
layout of the advertisement suggested cold weather 
and the necessity for adequate warmth. The adver- 
tisement bore very little printed matter, as the pic- 
tures told the story, but each word counted: 


COLD WAVE COMING 
Telephone 222 


We have a GAS HEATER for every demand 


Use of the Outdoor Sign 


Now that every state is a network of electric rail- 
way systems, and so many people have autos, su- 
burban traffic and travel has increased several hun- 
dred fold, and a new and profitable form of advertis- 
ing is springing up. This is the outdoor sign. Of 
course there have been signboards from time imme- 
morial, but the modern sign is as different from the 
old-fashioned billboard as the kerosene lamp is from 
the gas mantle light. Many of the present signs are 
really works of art. The crude colors and lettering 
have given way to pictures that mean something. 
Of course the colors are still vivid—they have to be 
to attract the attention of people speeding by—hut 
they are harmonious. And the lettering is con- 
fined to a few of the simplest phrases, as the entire 
message must be taken in at a single glance. The 
advertisement of Augusta Gas Company, abvve 
quoted, would make an excellent sign—as the picture 
is vivid and attractive, while the message, taken in 
at a single glance, tells everything needed—-the ap- 
pliance, the address and the name of the firm. 

But just as excellent as printed publicity is adver- 
tising in window displays. A Los Angeles firm, hav- 
ing made a careful research, found that 42 per cent 
of their sales came from this source. ‘That being the 
case, a firm should give careful attention to this 
branch of the business. How often does one see, in 
passing the gas company buildings, big windows au 
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hich there is a mass of junk, and in many cases 

‘thing at all. Contrast this with the alluring dis- 
ay of the Newark Gas & Electric Company, New- 
rk, N. J. Their windows were of the semi-open 
ariety, with backboards of silver oak. A ibrar. 
as pictured, floored with a big, soft rug, with a 
ymfortable rocker at one side and a big library tabte 
t the other. On this were laid several books, while 

gas reading lamp shed its soft radiance on tne 
printed page. In the center background was a tiled 
mantel on which was a vase of flowers, and in which 
vas a gas grate, kept burning all the time. A card 
n the table said: 
There Never Will Be a Better Time Than RIGHT 

NOW 
GET A GAS HEATER 
Be Prepared for Old Jack Frost 

At either end of the long window gas heaters were 

shown and cards advised: 
Special Sale of Gas Heaters 
Heat when you want it; where you want it; and as 
much as you want. 
Removes worry, dirt and ashes 
Just the Thing for a Chilly Morning 
A GAS HEATER 

The New Orleans Gas & Electric Company had a 
special sale of gas heaters early in the fall, during 
which time one of their large windows had an excel- 


lent showing of different types of gas heaters, includ- 
ing a practical gas laundry stove. As the weather 
rarely gets very cold in New Orleans, these gas heat- 
ers are used throughout the entire wintef. Knowing 
that constant use wears off the enamel, tney sug- 
gested brightening up the stoves from time to time 
and showed down front a number of bottles of the 
enamel with cards, “Liquid Varnish makes old gas 
stoves look like new.” Overhead was a long canvas 
sign with letters that he who ran might read: “25 
per cent off Regular Prices on these HEATERS 
while they last.” 

In closing, it might be well to refer once more to 
that most potent selling point—featuring comfort fox 
the children—and an excellent case in point was that 
of the Savannah Gas Company. The large window 
represented a nursery floored with a big warm red 
rug. In the center of the rear wall was a square of 
enamel tiling in which was a glowing gas heater, 
whose radiance engendered a feeling of warmth, even 
to those outside the window. Before the blaze was 
seated a young mother, and standing close to the fire 
was the nude figure of a chubby voungster of three 
—as though he had just stepped from his bath. At 
one side was a tall floor lamp and at the other side a 
table on which was a gas reading lamp. A card sug- 
gested: 

Keep Baby Warm and Healthy These Chilly Days 
A RADIANTFIRE will do the work 





The Functions of a Gas Salesman 
P. J. Lafore 


The principal duty of any salesman is to sell hts 
product, but the gas appliance salesman has to go a 
little farther than a salesman in other lines of busi- 
ness. 

Although the product that he actually receives 
the order for is the appliance that he sells, it is only 
a means to an end, as it is gas that he is really 
selling. 

In order to build for the future and show an in- 
crease each year over the previous years, it is neces- 
sary that our product, “gas,” be used in the best and 
most efficient manner possible. If we are to do this, 
it is essential that we give service. By service is 
meant real, “honest to goodness” service to the peo- 
ple who are using our gas. 

In order to do this it is necessary to render them 
the very best service possible in the proper adjust- 
ment and use of their appliances and to take care ot 
any complaints that they may have, promptly and 
efficiently. 


Equipment Should Be Sold for Service 


The equipment should be sold on its performance 
and our first duty should be to see that the proper 
equipment is chosen for the particular work that is 


to be done, and that it is correctly installed. 

We should then instruct the operator how to use 
the appliance so as to get the very best results and 
at the same time the greatest efficiency. In con- 
nection with this, it is advisable to explain in as sim- 
ple a manner as possible what gas is and how it is 
burned. 

We should request our customers to advise us of 
any change in operators so we can have our man in- 
struct the new operator. In order to avoid com- 
plaints of high bills, we should also request our cus- 
tomers to take a daily meter reading, as by doing 
this they will be able to check up from day to day the 
amount of gas used as compared with the work done. 
It is a very simple matter to remember the work that 
has been done the day previous, but it is a pretty 
difficult matter to remember over a period of a month 
and account for any unusual increase in the gas con- 
sumption. 

It is very important if we are to obtain and hold 
their good will and confidence to impress upon tnem 
the idea that we really want them to let us know 
of any trouble that they may have in the service, 
poor operation of the appliance, increase in the gas 
bills that they think unwarranted, or any other trou- 
ble which they may have with the use of gas. 
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By William H. Matlack 


November brings long evenings and in many sec- 
tions of the country there will be need for “a little 
fire” in the living, dining and bath room “of an even- 
ing and morning.” Folks will do more cooking and 
baking; hot bread, biscuits, pies and cakes will be 
more often included in the weekly menu; there will 
also be batter and corn cakes for breakfast. 

On the street there will be sales made by the 
“peanut and popcorn man,” the hot dog and the 
griddle cake will again occupy a prominent place in 
the windows of the restaurant and “quick lunch” 
stand. Drug stores and soda fountains will again 
serve hot chocolate and boullion. 

To the gas appliance salesman all of these mer- 
chants will be live prospects for new equipment and 
the alert salesman will be on the job early in the 
month, going over existing equipment and suggest- 
ing new uses for it, as well as selling new. 


An Advertising Broadside on the Home Field 


The advertising man will open up with a broadside 
on the home field and will follow it up closely and 
regularly with the direct by mail shots and personal 
calls. Window displays and store decorations will 
feature gas heating appliances and decorations will 
be made with fall foliage. The coal situation and 
the nuisance of firing a furnace and hauling out ashes 
will be used to good advantage both in connection 
with window displays and advertising during the 
month of November. 

November holds many ideas for the man who 
wants to sell and will use his native American re- 
sourcefulness to dig out new customers. 


Funny Facts and Foolish Fancies 


It is said that the right hand side of a store, as you 
enter, has a greater “selling pull” than the left. Why 
not try it out, if your ranges and water heaters are 
displayed on the left hand side of your store, move 
them over to the right and see what the effect will 
be. 


Where people buy on “charge account,” it is said, 


“one day is as good as another,” but where the larger 
percentage pay cash it is said Saturday is the big 


day along with the usual pay days, the first and fif- 
teenth of the month. Rural purchasers shop on Sat- 
urday and suburbanites favor Monday. Men do 
most of their shopping from the outside—the win- 
dow display sells them. 

Women prefer the shops on the side of the street 
that is shady in the afternoon. 

Cooking demonstrations held after 2 o’clock and 
before 5 in the afternoon draw the largest crowds. 
Many women have only lunch at noofi and have the 
“dinner” meal at night. This is true in the small 
cities as well as the larger ones today, the reason 
being that few business men go home to lunch at 
noon, and where there are children 
at noon” is considered sufficient. 


“something light 


The Customer Reads His Own Meter 


Here is a little idea that is worth passing on. Last 
month “the folks” were away from home when the 
gas company sent their man to read the meter, both 
on his “first round” and when he read 
and here is what happened: On the “skip reading” 
he left a card (paid postal) in the mail box, upor 
which had been printed the usual meter dial, less the 
hands. Printed at the top was the following: “Read 
your own gas meter. Our meter reader called and 
found no one at home. If you will please draw a 
mark on the little dials on this card, to represent the 
position of the hands on your meter, you will receive 
you regular bill this month and avoid a two months’ 
gas bill next month”—or words to that effect. And 
it’s a good idea. Aside from keeping down the 
“kick” of high bill, when two months’ consumption 
appears on one bill, it helps to give the customer a 
better understanding of his gas meter and builds up 
his confidence in the gas company. He reads his 


own gas meter and the company takes his word fot 
it. 


“the skips,” 


The Mis-Spelled Word 


We are reproducing two advertisements that may 
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hold an idea. The story is simply that the adver- 
tisements were used in connection with a missing 
vord page run once each week by “The Florence 
N. C.) Daily Times,” and in which the local gas 
ompany co-operated. The results from the adver- 
tising were very gratifying in that many people an- 
swered the advertisements who were not customers 











‘CAVET EMPTOR’ | 


has long been in the(disseard)wnere’ your 
Gas Company is concerned and in its siead 
the motto of The Black Prince: “ich Dien,” 
tras been adopted and all of our merchan- 
dize is purchased with oo ad 
in mind—BUY HER A GAS RANG 


FLORENCE GAS & FUEL CO. 


Bar. £3. 
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of the company and who were interested in its service 
but had not been approached. The campaign also 
proved beyond a doubt that folks did read the adver- 
tisements in the local papers. 


















THE 
THANKSGIVING 
TURKEY 

Gace will be the fuel used in 
4,509 gitves by 9,000,000 ga 
consumers to bake the 
Thanksgiving Turkey “Just 
Right” for 45,000,c00 peonie, - 


“YOU CAN DO IT BETER 
WITH GAs” 


FLORENCE GAS & FUEL CO. 


























Motion Secures Attention 


Last fall we made a window display of radiant gas 
heaters that got a great deal of attention and brought 
niany people into the store “to see those heaters.” 
The eye arrester was a hot air motor made of heavy 
cardboard and suspended about two feet above the 
heater, as shown in the sketch below. The little 
wheel in action strengthened our story about “ra- 
diant, circulating heat” throughout the room—“no 
shin toasting and back freezing if your cold room is 
equipped with a radiant gas heater these cool morn- 
ings,” was our theme, 


They Framed a Water Heater 


The Illinois Power & Light Corporation, East St. 
Louis, Ill., recently had two mighty attractive win- 
dow displays. One window contained a miniature 
power station with an engine, running at full speed 
in the plant, which had a section of the roof and wall 
cut away. This motion attracted attention. It 
stopped the passer-by who, being thus attracted, nat- 
urally walked up to the next window “to see what’s 
in there.” Here the company had framed a water heat- 
er with dark blue draperies and a jet black back- 
ground. The water heater was painted in silver 
bronze and set into the center of the frame with a 
single small sign, which said, “It Keeps You in Hot 
Water.” 


Look at These—Then Send for the Advertising Man 


Here is what Joe Carmichael, director Iowa Com- 
mittee on Publicity Utility Information, says about 
advertising: “If you think that everyone in your 
community who can use gas is doing so, and all are 
using as much as they possibly can profitably—then 
dot’t advertise. You would waste money.” We 
agree with him and add, “if you are sure that folks 
know all about what you are doing and trying to do 
to render good public service, don’t advertise”—but 
be SURE they all know it. 





W. H. Emm says: “I never made two sales grow 
where only one grew before until I used a lot of 
foot work to call back on my customers and a lot of 
head work to build a selling talk that would make 
‘em want the merchandise I desired them to pur- 
chase.” 
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How an Advertisement Should Be Written 


When you start out to write an advertisement get 
the appliance focused in your mind. Ask yourself 
these questions: How about this appliance? Is it a 
necessity? Is it a luxury? Is the demand for it 
seasonal? Does a demand exist or must I create one? 
Is the price to enter into my advertisement? If so, 
is the price high, low or medium? What competition 
must I consider, if any, oil, coal, wood or electricity? 
Shall my advertisements be directed in their appeal to 
male or female, married or single, mothers, fathers 
or children? Shall it be to the rich, poor or well-to- 
do, the laborer, wage earner, factory worker, me- 
chanic, clerk, professional man or employer? Shall 
I talk of quality, distinctive features? Shall I ap- 
peal to the buying motive from the angle of gain by 
saving money or time? Shall I talk of mechanics 
or beauty or utility? 

Any such analysis will furnish you with enough 
new copy angles to keep you writing advertisements 
every day in the year—and copy that will cause the 
proper kind of customer reaction. When you pur- 
chase newspaper white space, do so with the idea of 
filling it with seasonal selling copy. As a good busi- 
ness man, it is your duty to put forth every effort to 
eliminate every possible hazard in selling—and to 
plan your buying as far as possible to make every 


dime charged to selling costs return with proper sales 
proft. 


The Thanksgiving Month 


NOVEMBER brings turkey, mince pies and all 
kinds of good things to eat. This means another sell- 
ing season before Thanksgiving for selling gas 
ranges. 

Too, November ushers in some very chilly days 
when the dining room, living room and bath will 
need the “chill taken off.” This is the time to aggres- 
sively merchandise your Radiant heaters, decorate 
your windows and store attractively with them, “fire 
up” some of them and place them so that the passer- 
by will feel the warmth of the radiated heat. 

DECEMBER—Why not start at once hammering 
heme the logic of giving Mother a new range and 
water heater for Xmas? 

Why not make a drive on small appliances as “use- 
ful gifts?” Why not make a survey of the candy 
shops to see that all their appliances are in tip-top 
shape for the holiday rush? See that coffee urns, 
candy kettles and other heating appliances are in 
use. December opens many purse strings and here 
and there is much new business for the fellow who 
makes the rounds. 


A Washer Ad. 


Here is a suggestion for an advertisement for 
those folks here and there who are sel¥ng washing 


machines with gas burners attached: 


“HOW MUCH HORSE POWER DOES MOTHER 
DEVELOP ON WASH DAY? 


—that’s a cold blooded way to put it— 
But, after she has worked hard all day long wit! 
a wash tub and hand wringer, she has only re 
placed a small motor which would have used 4 
worth of electricity. She has done a hard day’s 
work and saved two postage stamps.” 








That is making “Pa” realize just what an expense 
it is not to have a washing machine with a gas burner 
attached. If you want to make your appeal to the 
woman, implant the thought of freedom from the 
rub board in her mind; freedom for better things. 
Try it—you may be assured of her attention on the 
very first try and you will get your story over with 
the result that “eventually” you will make a sale and 
a friend. 


Watch the Little Things 


The selling of little things, which consume gas, is 
not given the attention that it might be by many gas 
companies. Small appliances, such as “push button 
lighters” for ranges, “push button cigar lighters,” 
waffle irons, ironing plates, toasters, cake griddles, 
torches, glue pots, soldering and other small fur- 
naces, cutting and brazing tools and a hundred other 
small things may be sold in large quantities, with 
but very little effort by the salesman, if he will keep 
his eyes open for opportunities. 


As units, the small things do not mean much in the 
way of commissions for the salesman, or profit for 
the company from “gas sold,” but the yearly con- 
sumption from small appliances, if the sale of them 
is consistently undertaken, will be very profitable. 


The “big” idea back of the sale of small appliances, 
however, as we view it, is neither revenue for the 
salesman or company from the appliances themselves 
but the customer good will to be attained for gas 


service. Gas, once being employed to perform any 
one of the thousand tasks for humanity, will be con- 
tinued to be used. 


Selling the small things will help in selling the 
larger appliances. Watch the little things. They 
will help to pay dividends. 
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Co-operation 


[he American Cast Iron Pipe Company recently 
iiled to the readers of “Pipe Progress,” the com- 
iny’s house organ, a little card, “Co-operation,” 
hich has gone the rounds before, yet which is 
orthy of reproduction. 


Pulling together, whether it be man and man, 
man and wife, an organization of men, an industry, 
state, an empire, or a hemisphere, is the only sure, 
afe and sane way of attainment, no difference what 
the objective may be. 





COOPERATION 


al Kip. 


« 
iocmese VWs ” 









Two fool jackasses—Say! get this dope— 
Were tied together with a piece of rope. 
Said one to the other, “You come my way, 
While I take a nibble from this new mown 
a ”» 
“T wont! said the other “You come with me, 
For I too have some hay, you see.” 
So they got nowhere, just pawed up dirt, 
And Oh, by Golly! that rope did hurt. 
Then they faced about, these stubborn mules, 
And said, “We’re acting like human fools.” 
“Let’s pull together. [ll go your way, 
Then come with me and we'll both eat hay.” 
Well, they ate their hay and liked it, too, 
And swore to be comrades good and true. 
As the sun went down they were heard to bray 
“4h! this is the end of a perfect day.” 


(Over) 











Pulling together is the modern manner of applying 
the Golden Rule, of expressing man’s humanity to 
man, of abrogating thrones, aristocracies, hierarch- 
ies and privileges, of banishing bunk, bastiles, preju- 
dice and greed. 


Using Novelties to Promote Good-will 


Down in North Carolina there is a grocer who has 
used a novel idea to create new customers and keep 
old ones sold. This man believes that if he can get 
the children of his city interested in his store, as they 
grow up, they will continue to be interested, and 
naturally become customers. He caters to the chil- 
dren whenever possible. 

One of the advertising ideas that he is to “put 
over” this fall is to give the children of his customers 
a small, specially made, writing tablet for use in 
school. The tablet has been designed to carry his 
advertisement on both front and back covers. 

Here is an idea that the gas man may utilize. If 
he does not want to furnish all his customers’ chil- 
dren with tablets, why not work out a “special” one 
for the Domestic Science students or one for use by 
the Manual student? 


Souvenirs for Secuving Attendance 


Early in the spring a gas company in the Middle 
West increased the attendance at a ser‘es si couking 
d-imonstrations by advertising that all who attended 
would receive a useful souvenir. This fact was 
broadcasted by the use of hand-bills, which were dis- 
tributed in different neighborhoods each day. The 
souvenirs used were special mixing spoons. 

“Getting something for nothing” gets the crowds, 
but if you decide to give, give a useful article, thus 
adding to its advertising value—something that will 
be used for months and continuously advertise your 
store. 











Cultivate Calls from Children 


Out on the coast there is an appliance dealer that 
is ever on the lookout for miniature household ap- 
pliances for resale to children. Last winter one of 
the best sellers was a waffle iron about four inches 
in diameter, “just like mother’s.” The sale of this 
iron ran into thousands. 

Most little girls are interested in doing things 
“like mother,” and merchants who cater to their 
wants are very apt to secure the mother’s trade as 
well. 

The gas company could well afford to carry a 
small line of waffle irons, bread, pie and cake, pans, 
etc., for the juvenile trade, or feature a line of juve- 
nile baking equipment free with each new range pur- 
chased during a given period. 





Sales Stimulation ’~— 


Report of 1923 Committee 





Fall and Winter Gas Merchandising 


September—December 


HE fall and winter seasons offer splendid op- 

I portunities for the sale of gas appliances and 

household equipment. s 

During her summer vacation the housewile has 
had the time to discuss and plan with the other 
members of the family necessary improvements and 
new equipment for the home, and the early fall finds 
her in a receptive mood for suggestions as to new 
kitchen and laundry equipment, new lighting fixtures 
and heating appliances. 

The retail merchant is alert to take advantage 
of the shopping inclination during this season of 
the year and he accordingly makes special attractive 
merchandise offerings, backed up with attractive dis- 
plays, appealing publicity and intensive sales effort. 

The gas company can and should be the leading 
merchant in the community. It has a public serv- 
ice to perform, the fulfillment of which will bring 
its reward of increasing sales and public good-will. 


RECOMMENDATIONS 
A Good Merchandising Season 


The fall and winter months are particularly good 
seasons for merchandising a diversified line of gas 
appliances, and this year the Appliance Sales per 
Meter should be unusually high. The shortage of 
coal opens up a wide market for gas appliances— 
gas companies can cash-in handsomely if they will 
t. ke advantage of this opportunity. 

About ten days previous to Thanksgiving Day, 
inaugurate a special newspaper advertising and sell- 
ing campaign featuring ranges, aluminum roasters 
and a complete line of cooking utensils. During this 
ten-day period make your window display artistic, 
ttractive and symbolic of the Thanksgiving Day 

rit 

Reductions in regular prices are not advocated at 
t is time of the year, although inducements to pur- 
hase can be offered in other ways. A thirty-day 
f ee trial plan has been successfully carried out by 

number of companies. In December a further 
impetus may be given to the Christmas shopping by 
deferring the initial payment until January or 
February. This is a sales policy adopted by many 
department stores and with the credit rating of gas 
consumers already established such a special offer 
should result in many sales which would not other- 
made until several months later. 
continue your efforts 


ise be 
During December to sell 

*Presented at Convention of the American Gas 
Association at Atlantic City, N. J. 


gas heating appliances. This is the month when 
need for heat and comfort manifests itself. How 
many there are who procrastinate in the buying of 
an overcoat; the same psychology applies in the 
buying of gas heaters. 

Christmas is the ideal time to dispose of the higher 
priced gas merchandise. A beautiful white enam- 
eled range for mother; an automatic water heater 
and washing machine for friend wife; a set of pyrex 
ware for the bride; a gas iron for sister. These are 
but a few of the numerous articles which could be 
featured during the Yuletide Season. 





Attention is called to 
obsolete 


ice 


the number of old 
domestic appliances that are in serv- 
throughout the country. The fact that 
they are old and worn out leads to many complaints 
et inadequate service and is the cause for frequent 
#ttention and adjustment. 

Consumers do not usually blame the appliance or 
its inadequacy—they are more apt to attribute the 
trouble to the quality of the gas or to blame it upon 
the company’s poor service. Hence, the service 
suffers in popular esteem, the obsolete appliances 
are apt not to be used’and the sales of gas are there- 
fore correspondingly reduced. 

The Sales Stimulation Committee urges the co-op- 
eration of every member company in a concerted ef- 
fort to replace with modern, up-to-date equipment, 
all the appliances on their lines which through ob- 
solescence have outlived their usefulness. 


RECOMMENDATIONS 
Preliminary Survey and Its Usetuiness 


and 


Concentrated sales effort upon those customers 
who are using old and inefficient appliances can be 
most satisfactorily directed by first knowing where 
such obsolescent equipment is installed; such a pre- 
liminary survey could be made either by your meter 
readers, the regular sales force or a special crew 
selected for the purpose. A careful record should be 
kept of the equipment in all premises as this infor- 
mation will be useful from time to time when other 
special campaigns on water heaters, ranges, heaters 
or lighting appliances are undertaken. 

In a survey of this character it may be considered 
advisable to make a careful analysis of the condi- 
tion of the gas equipment in the various classes of 
premises, such as dwellings, apartment houses, ho- 
tels and restaurants, etc., in which case it will prob- 
ably be necessary to put special men on the survey 
of the hotels, restaurants and institutions. With 
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such a survey before him the sales manager will 
be in a position to direct specialized sales effort 
tc reach these various classes of prospects rather 
than to depend upon one general campaign to reach 
them all. The equipment in hotels and other large 
institutions if not in good condition will seriously 
influence gas sales. This class of customer must 
be looked after by experienced representatives, as 
the usual arguments for interesting the domestic 
customer will not be sufficient to interest the hotel 
and restaurant owner whose equipment is subject 
to hard usage and must be kept in A-1 order and 
up-to-date. 


In case the preliminary survey is not feasible it 
is suggested that a special notice (post card or let- 
ter) be mailed to all your consumers, advising them 
of your offer and stating that your representative 
will call on such or such a day or during a certain 
week. The customer should be telephoned as a fol- 
low-up effort or in case a sale was made, to thank 
him and promise prompt attention to the order. 


Allowance for Old Appliances 


It is human nature to fix in mind some tangible 
value to any article owned, regardless of whether it 
has a market value or not; therefore, in this case 
it becomes necessary to offer some inducement for 
replacing the old appliances with new ones. 

The following schedule of allowances is sug- 
gested: 

$10 for old ranges with double ovens 

$5 for old ranges with single oven 

$10 for any coal burning water heater 

$10 for any coal burning range 

$10 to $20 for old automatic water heaters 

$5 for an old gas log when replaced by a radi- 
ant type of heater. 


-~ 


‘are should be taken to see that old appliances 
turned in have actually been on the lines. Old ap- 
pliances should not be left on the premises but re- 
moved at the time the new one is delivered and 
connected. Keep the old appliances from getting 
back on your lines, otherwise you defeat the purpose 
for which they are removed. Break them up and 
dispose of them as scrap metal, possibly donating 
the proceeds to some worthy charity. This latter 
plan will make good local publicity for the cam- 
paign. 


Do not cut your regular prices on new appliances 
—allowance for old equipment, small down pay- 
ment with extended time payments give a sufficient 
inducement without the necessity of cut prices, 
which are usually apt to create antagonism of the 
local dealers and in addition establishes a policy 
which the public will expect to see followed in sub- 
sequent sales. 


If a preliminary survey has been made, such rec- 
c1ds will disclose the number of obsolete ranges or 
water heaters on the lines. Effectiveness to the 
campaign might be given by announcing that the 
company will give an allowance for a given number 








of old appliances during the period of the campaign, 
—this figure may be made sufficiently high to cover 
all the allowances which will be necessary. If the 
survey shows 1,000 old ranges on the lines and you 
can reasonably expect to replace 200 with new ones 
during the campaign, then you can safely say, the 
company will make a certain allowance for the first 
200 old ranges turned in, and in similar manner 
with other appliances. The effect would be that 
many prospects will take prompt steps to get in 
on the offer for fear they might be left. 

An offer to give free a new cabinet gas range to 
the person turning in the oldest gas range during 
this period will be a novel feature and give oppor- 
tunity for some publicity. A modification of this 
offer might be to give free a radiant heater or water 
heater to the customer buying a new range and 
turning in the oldest range. 


Good Window Displays Attract Buyers 


How often have you gone into a store and bought 
a piece of fishing tackle, golf equipment or some 
piece of wearing apparel because you saw it attrac- 
tively displayed in the window? Of course, you 
knew about the thing you bought when you saw it 
in the window, but the sight of the thing you had 
i your mind to buy some time was the straw that 
broke the camel’s back and made a sale for the store 
whose windows were attractive enough to arrest 
your attention. 

Window displays cannot take the place of news- 
paper advertising or the salesman, but they are an 
invitation to come in and examine the things these 
two are trying to tell you about. The more attrac- 
tive the window, the more cordial the invitation. 


Gas Heating Business 


In the latter part of September and throughout 
the following months, the nights and mornings will 
be cool, although hardly cold enough to warrant the 
yperation of a central heating plant. This is the 
time the gas company salesmen should sell many 
gas heating appliances. 

The warnings recently issued by the United 
States Fuel Administrator indicate there is likely 
to be another serious shortage of coal during the 
coming winter. 

The result will be a big demand for gas heaters. 
If these are not supplied by the gas company they 
will be available and sold by the dealers, who in 
many instances, as in the past, are not so concerned 
with the question of quality merchandise as with 
quick turnover of stock and large profits. There- 
fore, as a guaranty towards good service, the gas 
company should take advantage of the inadequacy 
of coal supply and push the sale of such appliances. 
“LET US BE YOUR FUELMAN?” might be a good 
slogan for the gas man to adopt. 


Effective Window Display and House Heating 
Advertising 


Advertising is effective only when positive and 
lasting reactions are produced in favor of the idea 
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advertised. In other words, advertising must con- 
duct, convect and radiate REALISM. 

During a recent production of the photoplay, 
“Nanook of the North,” the ideas of intense cold, 
blizzards and general discomfiture were so realistic 
that people in the audience shuddered and drew 
their wraps more closely about them, in spite of 
the fact that at the time the theatre was uncomfort- 
ably warm. The idea of the picture was excellently 
advertised by effective display. 

House heating display can be made just as effec- 
tive. WARMTH, SHELTER, COMFORT AND 
CONVENIENCE must be the reactions produced 
upon the subjects. Inasmuch as there are little if 
any of these qualities in a simple display of cast 
iron boilers, radiators or radiant heaters, it becomes 
necessary to so group these appliances with other 
supplementary ideas that the resulting associated 
effects produce the desired results). WARMTH is 
simulated by coler properly. COMFORT and 
CONVENIENCE are augmented by personalities in 
the group picture,—pleasantness, cheer, serenity, 
charm and the “general glow of satisfaction.” 


Gas Lighting Can Be Held and Increased 


The majority of people in this country still judge 
gas service by gas lighting. The effectiveness of 
‘your campaigns in selling all gas appliances depend 
upon what you make your consumers think of gas 
illumination. 

Many people think of gas lighting as old-fash- 
ioned. If we could see the fixtures they have in 
their homes, we would probably agree with them. 
There has been a “style change,” as in clothes, auto- 
mobiles, and house architecture, in favor of another 
kind of home illumination. Gas lighting has to be 
sold. And it has to keep on being sold. Let’s meet 
this “style change,” go it one better by selling gas 
lighting all over again with MODERN FIX- 
TURES, modern in appearance, modern in the quan- 
tity and quality of the light they give, modern in 
the little attention they require. 


Carry Your Appeal into the House 


Lighting Fixture Campaigns, recently con- 
cluded or at present under way, have proved con- 
clusively that the public is intensely interested in 
modern gas lighting. They want to be shown the 
latest developments in gas illumination. And be- 
ing shown, they buy. 


Some Interesting Figures 


In New York City in 1922, 17,000 fixtures were 
sold by the Consolidated Gas Company. In Phila- 
delphia, during a campaign on upright lights, 45,000 
units were sold in four months. In all other cities 
where this campaign was conducted, the proportion 
of sales to the number of meters ran about the same 
as in Philadelphia. Other cities in which either 


semi-indirect fixture or upright light campaigns have 
been conducted, are: 


Pennsylvania: Reading, 
Norristown, Westchester. 
Maryland: Baltimore. 


New York: Troy, Syracuse, Binghamton, Roches- 
ter. 

New Jersey: 
other cities. 


Massachusetts: Charlestown, 
Quincy and other cities. 


New Hamspshire: Concord, Nashua. 


Allentown, Harrisburg, 


Newark, Camden, Burlington and 


Salem, Arlington, 


Campaigns Thoroughly Worked Out 


A campaign plan that has been successfully em- 
ployed in many cities calls for the manufacturer to 
supply the lights at a given price, provide for a 
highly specialized selling force, and take care of all 
details until the light is installed and the first pay- 
ment made by the purchaser. Then the balance is 
collected by the gas company, generally with its 
monthly consumption bills. In some cases, gas com- 
panies prefer to employ their own salesmen, who 
first are trained by representatives of.the manufac- 
turer. In either case, as far as the consumer is con: 
cerned, the campaign is conducted by the gas com- 
pany. Its name appears on all advertising matter, 
and the salesmen introduce themselves as gas com- 
pany representatives. 


Advertising Saves Salesmen’s Time. 


Time is a most important element in the success 
of each individual salesman. He must be helped in 
every way by means of newspaper advertising, cam- 
paign circulars, gas bill stickers and wagon posters. 
Your consuming public must be acquainted with the 
campaign—then when the salesman calls, he is not 
forced to waste time introducing himself. 


Gas Lighting Assumes a New Aspect 


To the consumer who is shown a modern gas fix- 
ture in actual operation, gas lighting assumes a new 


aspect. It is most important in all cases where it 
is practicable to demonstrate the fixture, to have it 
lighted in the room where it is to be used. The 
beautiful appearance of the fixture, the brilliance 
of its light, the many convenient features, will help 
materially in closing the sale. Some campaigns 
have featured a free trial lasting three days. In the 
vicinity of Boston, many gas companies have found 
this latter plan to work very successfully. Another 
gas company, in a small community, employs one 
solicitor whose time is given over to selling fixtures 
on the thirty days’ free trial plan. That this method 
cf selling is successful is proved by the fact that on 
these installations nearly 100 per cent of sales are 
closed. 


(Continued on page 519) 
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FOR BETTER SALESMEN 








There is no more dangerous state of mind than that 


which exists in a man who believes that he knows it 
all. 


Some of us may attain remarkable knowledge, go 
through the most varied experiences, which may en- 
able us to reach the high places in life, and which 
sometimes may lead us to forget that, however much 
we know, and however wide and varied our experi- 
ences might be, there is still a lot left to learn. 


If there is any individual at all who probably has 
more chance than any other to have proven to him 
the truth of this statement, it is the salesman, for as 
he travels around and comes in contact with differ- 
ent people, he must continually meet new situations 
and undergo new experiences. No matter how much 

: he knows, he will find that there is always some one 
. who will be sure to ask him a question that he can- 
| not answer. No matter how many different kinds 
of men he has met, there is always a new sort of 
fellow whom he has never run across before, and 
who is a new experience to him. 


It therefore follows that the salesman who sets out 
to sell the goods that his company makes is the man 
who should be best informed of the properties and 
qualifications of what he sells. He is the man who 
must convince the prospective purchaser of the value 
of his product, and in order to do so he must know 
as much as he possibly can about it, not only about 
what it can do, but also how it is made, the princi- 
ples on which it works, etc. 


The salesman who goes out to sell gas appliances 
is perhaps in a more difficult position than the ma- 
jority of salesmen, for he sells not only a gas ap- 
pliance—whether it be for industrial or domestic use 
—but he sells as well a service and a fuel, gas. After 
all, the important thing is to sell gas, for that is the 
task the successful accomplishment of which is fun- 
damental in the gas industry. 
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It therefore follows that every opportunity should 
be given the gas appliance salesman to learn as 
much as possible not only regarding gas appliances, 
but gas as well. It is strange that the gas companies 


have not seen the importance of this matter with the 
clarity that it demands. 


At the Convention in Atlantic City there were 
present comparatively few gas salesmen. There 
surely was no better place for a gas salesman to see 
the workings of gas appliances than at the Exhibi- 
tion which was held on the Steel Pier. There, in 
numerous booths, were exhibited all sorts of gas ap- 
pliances, not in the regular form in which they are 
familiar to both salesmen and consumers, but in spe- 
cially constructed samples, which gave the observer 
a chance to see how the machine worked on the 
inside. 


Furthermore, at the Exhibition numerous manu- 
facturers were present who were only too eager to 
explain their products to whoever came into their 
booths. In other words, there, collected in one spot, 
was a mass of apparatus and a group of men, ready 
to give out information which the gas salesmen 
should have been given the opportunity to acquire. 


Gas companies should takc this matter into seri- 
ous consideration. Their salesmen must be educated, 
and must be continually learning more .and more 
about what they sell. Some gas companies, it is true, 
send their salesmen into appliance factories to see for 
themselves how appliances are made. At Atlantic 
City the opportunity was presented of seeing not 
only an appliance or two, but a great variety of ap- 


pliances, all collected and conveniently arranged in a 
single hall. This opportunity will come again next 
year, and it should not be allowed to pags by again. 
Even if it be for a day, the Exhibition should be 
visited by gas companies’ salesmen, for they can 
learn more in a day at such an Exhibition than they 
can elsewhere in weeks. 
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PRINCIPLES OF PROPER MERCHANDISING 


(Continued from page 501) 


where sales of merchandise have shown 
marked increase after retail prices have been taken 
from the non-profitable point and marked up so that 
a good profit has been assured. 


gross 


Advertising in Different Forms 


In good merchandising, advertising plays a promi- 
nent part. This includes salesmanship, newspaper 
and direct mail effort. I am a great believer in the 
efficiency of newspaper advertising in those cities and 
towns where there are one or more good live dailies. 
In towns where there is no daily newspaper, direct 
mail should be used, and it is always advisable to 
keep in close touch with the appliance manufacturer 
to see what he has to offer along this line. Direct 
mail should also be used in conjunction with news- 
paper advertising to get the best results. By direct 
mail I mean broadsides, folders, stuffers and follow- 
up letters, all of which play an important part. 

Frequent meetings of the sales force, together with 
maintenance and service men, is bound to create more 
sales. Do not be afraid that your sales force will 
know too much about merchandise. The more they 
know about the article the store has for sale the more 
sales they will create. Talks to the salesmen by rep- 
resentatives of appliance manufacturing concerns are 
always productive of distinct benefit. See that your 
salesmen know as much as possible about the man- 
ufacture and utility of the appliances they are selling. 

The Atlantic City exhibit was the result of long 
and continuous study and effort on the part of gas 
company sales managers and advertising men, aided 
in many cases by the American Gas Association, 
which is doing remarkable work along those lines. 





CLEVER NEWSPAPER AD. FOR LOWELL GAS 
LIGHT COMPANY 


One of the most unusual and effective newspaper 
advertisements ever devised by a gas company re- 
cently appeared in the three Lowell, Mass., daily pa- 
pers. This advertisement was entirely different 
from the standard type of newspaper advertisement. 
To begin with, the space was unusual, a full page 
being used. It appeared on page three of the news- 
paper and ran opposite regular news items. The 
advertisement was designed to appear like a regular 
news page of the paper. It carried the standard 
news head of the papers and was set up entirely by 
the newspaper compositors, so that the type and 
heads were absolutely the same as what appeared in 
the news columns. In fact, on account of the very 
clever way in which the page was broken up into 
short, snappy, interesting items, it was very difficult 
to distinguish it from the regular news page. It 
really was news, as interesting and up-to-date as the 
news of the day, only it was news on what the gas 


company had to offer. Throughout the entire page 
the name of the Lowell Gas Light Company was 
mentioned only three or four times, and then it was 
hidden in the body of an item. 


The way in which the heads were written, and the 
interesting, “newsy” items form an object lesson to 
ambitious publicity men desirous of creating intense 
public interest in what the gas company has to offer. 


Some items were boxed in and printed in bold face 
type. Three column, two column and single column 
heads were used. Photographs of arc lights, radiant 
fires and humorous cartoons brightened up the page. 
Once the reader started in to read this page he con- 
tinued right on until he finished. 


The response in the way of interest and replies to 
this advertisement were phenomenal. The telephone 
was kept busy all the next day answering inquiries 
about appliances mentioned in the advertisement 
Several people even called up and ordered some of 
the coke that was advertised, specifically mentioning 
the head that was used in the advertisement. 


This advertisement covered every use of gas, in- 
cluding light and heating for domestic and indus- 
trial use and all the appliances sold by the company. 
To say this advertisement paid for fself is putting 
it mildly. 


Effective publicity like this always pays the gas 
company. 

Mr. Edward J. Cooney, sales and service manager 
of the Lowell Gas Light Company, writes us that he 
has 200 reprints of this advertisement which he will 
gladly send to any gas company desirous of getting 
up advertisements along similar lines. 





IDEA FOR SELLING APPLIANCES 


A plan is being used by a retail store in Atlanta to 
increase the efficiency of its salespeople, and at the 
same time to make certain that the store carries vir- 
tually all the items that a customer is likely to ask 
for, that is accomplishing such good results that it 
commends itself for the consideration of other mer- 
chants. In the merchandising of gas stoves and 
equipment the plan used is one that could be applied 
to that business equally as well. 

Each clerk carries a pad on which are listed the 
following three questions : 

How Many Sales Did You Lose Today? Why? 

What Did You Have Calls for That We Do Not 
Have in Stock? 

What Items Would You Suggest We Add to Our 
Stock? 4 

Each day the clerk fills out answers to these ques- 
tions, and they are turned in to the store manager. 
It can readily be seen without further comment 
where and why such a method would not only in- 
crease efficiency of the salespeople, but be good 
merchandising all around. 
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Business Signatures 
J. B. Dilton 


It is true that some people never learn to write a 
legible hand, yet they are mentally efficient. It is 
also true that many who write splendidly effect a 
certain twist to their signatures that a writing ex- 
pert cannot decipher. 

These “twists” are all right for signing bank 
checks—if you so prefer—but to use your bank sig- 
nature on your general correspondence is not con- 
sidered good form by many people, because we 
never know where our letters will reach in their 


finality, hence there is too much risk for a forgery. 
Now to the point. 


A lady came to me, saying: 

“IT want to answer this man’s letter, but to save my 
life I cannot read his signature. Can you?” : 

I looked at it forward, backward, sideways, studied 
it, but with the exception of the first and possibly 
the last letter, there was nothing to it but a lot of 
queer characters, made with pen and ink. Following 
it, his title was in type. 

I was about to tell her to address it as secretary 
of the household goods firm from whom she was try- 
ing to purchase some special utensil, when I espied, 
almost hidden, this man’s name in print, under the 
firm’s caption of the letterhead. Even then I could 
not conform the ink marks with the printed name, 


but as the first and last letter agreed, I advised her, 


“here it is.” She was satisfied, but if Jones gets 
Smith’s letter he has no one to blame but himself. 


However, it was a very uncommon name, which made 
our task all the harder. 


The topic of our conversation then hinged on the 
fact that if that man was unable to write more 
plainly he should allow his stenograpner to type his 
name and then write his signature alongside. 

Another case, the same little lady, still after house- 
hold goods. 

I could make three different names out of the 
hieroglyphics before me, but there was no mention 
made of this Sales Manager on the printed letter- 
head, therefore I answered her by asking: 

“What do you make out of it?” 


Regardless of the fact that I had made three dif- 
ferent names out of the scribble, she had guessed a 
fourth, and as I had no way of convincing her that 
she was wrong—I believe that she was right—l 
said: 

“You have it. Now, then, by adding Sales Man- 


ager and the name of the firm your letter will reach 
him.” 


I was in hopes that she was so far wrong as to 
make the thing laughable at the office, that the Big 
Boss might see it and cause that young man to real- 
ize that business letters should be signed so as to be 
easily read, that they have a universal purpose, that 
of getting business, and not a test of chirographical 
gymnastics. 


Now this is an honest narration of recent events 
and it is given to you for your information and guid- 
ance. There is nothing to be gained by trick signa- 
tures in business correspondence, but much to lose. 





CREDIT COMMITTEE’S REPORT 
(Continued from page 503) 


Deposits 


There appears a tendency in all companies, which 
is evidenced particularly in those with whom we 
have discussed the subject, to adopt more liberal 
policies concerning customers’ deposits, and also as 
tc. the process of making refund of such deposits. 

Some companies still insist on securing accounts 
by deposits that other companies would readily ac- 
cept on a credit basis. Not only that, but after tak- 
ing the deposits, some companies retain them for 
what we think is an unwarranted period of time. 

If a customer has established a record of prompt 
payment of bills, his deposit, with accrued interest, 
should be automatically refunded to him at the most 
within a two years’ period. This is good will and 
we feel that the customer is always appreciative of 
courtesies extended, and whenever we talk of rela- 
tions with customers, we know that it is friendly re- 
lations we are thinking of. 


Of course the account should be carefully gone 
over and any question of risk eliminated before re- 
fund is made. Some accounts—particularly new 
ones of a speculative nature—pool rooms, rooming 
houses, etc., where frequent transfers of ownership 
are made, cannot be considered. A typical form, in- 
forming the customer of such refund, is submitted. 
The text is most friendly. 


Delaying Deposit Requests 


Some companies deliberately delay their requests 
for a deposit for a purpose, particularly when room- 
mg houses and new business accounts are concerned. 
For, from the time the meter is turned on to the 
time when a representative of the Credit Department 
calls, the gas consumed gives a basis to work on in 
computing the proper amount of money for a de- 
posit. 

It is the belief of many that an account, after hav- 
irg been established and later proved unsatisfactory 
because of the necessity of shutting off the meter 
to force payment, or because the collector reports dif- 
ficulties in securing access to the premises to shut off 
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gas, is a type that should be secured by deposit. 
We agree that such an account is an expensive 
ne, but we should not act with haste in demanding 
1 deposit. If a customer, because of stress of cir- 
cumstances, is unable to pay his bill with prompt- 
ness, he must either comply with your demands and 
permit the collector to discontinue his supply of gas, 
thereby causing his family to suffer, (and suffer 
they will, for gas today is not a convenience, but a 
necessity), or he must keep the cut-off man out. 


How, then, can such a man besides paying his bills, 
pay an additional amount in the way ot a deposit? 
It is very true that through process of law you can 
recover your meter and take your service from him 
and make him provide some other means to supplant 
your service, but you have lost one of your custom- 
ers, really one of your relatives. 


Collections 


Under this subject we have considered only over- 
due monthly bills, that is, current accounts in arrears. 

Your Collection Department functions better for 
your company in collecting money than in cutting off 
gas for non-payment of bills, or sending delinquent 
accounts to your shut-off department for cut off. 

Before discontinuing gas supply for non-payment 
of bills, which action follows presentation of your 
final notice, it is imperative that the customer be in- 
terviewed and given every reasonable opportunity to 
pay his indebtedness and all reasonable efforts made 
to collect before he is deprived of the convenience of 
your service. If the collector cannot interview the 
customer, a letter should be written informing him 
of your proposed action. The reason for this is that 
notices are often left in mail boxes and overlooked, 
or in some way do not get into the hands of the 
proper person. 


When we say reasonable efforts, we think this 
should be emphasized by saying that all your rea- 
sonable efforts have been exhausted, and there is no 
alternative left but to discontinue the service. As 
mentioned before, the class of people usually called 
“dead beats” are not so because of desire, but because 
really of financial distress. 

Paradoxical as it may seem, we find in our inves- 
tigation that very little trouble 4s encountered with 
the people of the poorer class. Possibly your great- 
est difficulty is in effecting collections in your so- 
called high class residential districts. 


Supervision 


Supervision of all the men employed in credits, col- 
lections, and work of all contractual relations should 
be constant. Supervisors should be selected who are 
alert and have executive ability. They should be 
permitted to use discretion and be trained to make 
proper reports. As training and education has been 
developed by another sub-committee, we will not 
dwell on this subject, except to recognize the neces- 
sity of its importance in this branch of our work. 


A valuable point of contact is here if properly used. 

We believe that collections should not be farmed 
out; that is, turned over to some outside agency for 
collection. This method may bring results in dollars 
and cents, but will be most harmful to your com- 
pany’s interests. We could deal at length in submit- 
ting plans and routines and various schedules that 
we have observed, but, in the main, principle, not 
routine, again is dominant. Get your money, ex- 
pect a certain amount of loss—make it as low as pos- 
sible, but force every effort to humanize your collec- 
tion department. 


Final Bills 


These will show the result of your credit work. 
The amount outstanding at a given time will tell you 
the true worth of your credit department. 

On some of these bills you will find your custom- 
er’s new address shown. Bills of this type will very 
seldom trouble you, if you are serving the customer 
at a new location in your territory. Automatically 
these bills with local forwarding addresses can be 
carried forward to the new account, and although 
routines again differ concerning how this should be 
done, jn the main the easiest way is by transferring 
the amount of the final bill from the old account 
to the new account, and bill it on the first statemerit 
rendered to the customer, indicating the former ad- 
dress for his information. 

Some final bills show a forwarding address to cus- 
tomers who have moved to other cities. We look 
on these with distress, but to a large extent it is mag- 
nified, for the greatest number are paid. 


Collecting Final Bills 


Final bills are collected in innumerable ways. 
They are overlooked by your customers, not with 
intention, and are often paid with apologies. They 
are brought to light, sometimes when a reference let- 
ter is received from another gas company, and by 
numerous methods which usually follow a general 
plan. We recommend special high class men for col- 
lectors on this kind of work; men who have proper 
training and a real desire for the work; men who 
will turn in a report of your missing man, giving care- 
ful attention to previous credit information, so that 
when the report is complete, the bill and report can 
be properly filed and keyed for future use. 

All companies will agree that the cost per item of 
collecting a final bill is out of proportion to what it 
should be, but there is a distinct purpose in endeavor- 
ing to clear up these bills. If a certain class of your 
customers know that you have no definite policy in 
tracing them, you are building up trouble, for the 
effect is cumulative and you can rest assured such 
customers will discuss your company as one without 
much business system. 


Contractual Relations 


The obligations of all utilities regarding service to 











518 AMERICAN 


GAS JOURNAL 


November 3, 1923 





the customer were established by common-law, as 
follows: The utility 

(1) must render adequate service; 

(2) must serve all; 

(3) must serve without 

users ; 

(4) must serve at a fair price. 

These obligations were originally enforced through 
the courts. Today, in most states, the chief agency 
for their enforcement is through the State Utilities 
Commission. 

The first two sections are the chief concern of your 
committee. We feel that our industry not only ful- 
fills the requirements lawfully, but we want to do 
more. What, then, is our difficulty? Possibly Josh 
Billings knew, for he once said that the trouble with 
a lot of people is that they know so many things 
which “aint.” 

When we think of all the adverse influences that 
have been brought to bear against us by demagogues, 
and which have largely been absorbed by some of 
our customers, we are sure that all of our fraternity 
must be on guard to eliminate these false impres- 
sions, and to show our customers that we mean what 
we say concerning our fair dealings with them. 


discrimination between 


Patience Required 


We must be patient, and see that all associates 
and all members of our industry get in the same 
mood ; particularly not only while with the company, 
but while with their associates, in their homes, in 
their civic life and wherever their identity might be 
connected with their employment, so that they will 
reflect the thought of one of the greatest men in our 
industry who has said that considerable may be ac- 
complished, considerable benefit given, and consider- 
able obtained, by showing a readiness to serve in un- 
expected ways. 

First impressions, if they are pleasing, have a last- 
ing value whether it is in the effect of your office, 
the appearance of your representatives, or the cour- 
tesy, tact, and efficiency evidenced. All of these 
should be carefully watched and improved. Also the 
training of employees is of the utmost importance. 
The story concerning this is so long, and the effect 
sO prominent, that we again refer to the scope of this 
work which has been developed by another sub-com- 
mittee. 

The main difficulty in our contractual relations is 
that the customer rarely tells of his disapprobation. 
Of course, we hear a few unpleasant things—but 
what of the whispers—the majority who nurse their 
grievances and do not let you hear from them di- 
rectly? 

It looks as though they seem to think that our 
house is haunted. Haunted with the ghosts of by- 
gone days, by-gone regimes and arbitrary manage- 
ments; and the peculiarity of all ghost stories is that 
they are never told first-hand. 


Records 


All records in transacting business with our cus- 
tomers should be available. Now when we say they 


should be available, it is impossible for us to state 
where their position should be in your office. 

Because of lack of space in the business sections 
of large cities, they must necessarily be in one po- 
sition, and possibly quite remote from the order table, 
or the order counter. With smaller companies, that 
may have the good fortune to be differently located, 
such records will be immediately at hand. 

Records such as uncollected final bills, delinquent 
accounts of any description, may help you to collect 
some unpaid bills; old ledgers may enable you to 
confirm some disputed point with a customer, but do 
not make the mistake of keeping them too long, when 
they are to be kept only to support some proof that 
is adverse to your customer’s contention. 


Avoid Word “Rules” 


Another thought your committee would like to 
make impressive in this report is to eliminate, as 
far as possible, the word “rules.” Instead, refer to 
your agreements, terms of service or any other name 
that will not have the harsh sound that this word 
“rules” has, for when considering the word, custom- 
ers think of some penalty to be invoked. This 
causes resentment. “Rules” may he at times neces- 
sary in legal phraseology, but they serve no pur- 
pose in our every-day conversation with our custom- 
ers, Or on our printed forms. 


Telephone 


Your committee, throughout its report, has em- 
phasized points of contact. The telephone is one of 
the most important. 

Relaying or shunting of messages should be elimi- 
nated as far as possible. This is again a problem 
each company must work out for itself. 


Letters 


With possibly the exception of high bill com- 
plaints, in no other department in our point of con- 
tact with our customers does correspondence mean 
so much. Considerable use is made of form letters, 
and if these are arranged and phrased so that the cus- 
tomer is readily acquainted with some detail con- 
cerning work that he has given us, they serve a very 
useful purpose. 

It takes less time to develop a reply by a form 
letter than by dictation, and if the effort is volun- 
tary on your part—that is, you are not waiting for 
the customer to make a request, but giving him ad- 
vance information—such type of letter is an ideal 
means of communication. 

Some companies make good use of notices which 
are left by their representatives, others use postal 
cards. 

Be careful of the indiscriminate use of postal cards 
A survey of forms showed a postal card acquainting 
the guarantor that his guarantee, covering the ac- 
count of a customer, giving the customer’s name and 
address, was accepted. Good will! Yes, but at least, 
exceptionally bad form, with a bad reaction if the 
customer saw it. 
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Where a customer has taken the initiative, it is 
very difficult to formulate any type of form letter 
that can be construed as a definite reply. Dictated 
letters are advised. 


Notices 


All notices presented to the customers should be 
simple and dignified, and those that contain any con- 
tracts or agreements should be couched in the most 
simple terms. 

Any forms that contain reports from operating 
sections, conversely should be most definite and com- 
plete, for it is from these that we are ready to give 
the customers precise and definite information. 

There are other forms of notices that might be 
termed advice, which might be given particularly to 
customers of companies who encounter peak periods 
during moving or frost seasons. Some companies 
endeavor, at quite an advanced date, to call the atten- 
tion of their customers to such seasons by advertise- 
ments and notices on the gas bills. Some even go 
so far as to prepare attractive booklets that the cus- 
tomers will read. 


Information to Customers 


In our endeavor to give our customers prompt serv- 
ice, we often find that while we are ready, they are 
not. The follow-up on this class of work should be 
very comprehensive. If the information concerning 
the reason for non-compliance of their request is 
given them by telephone or letter, before they can 
complain, you have a distinct advantage. Why? Be- 
cause you have eliminated a complaint. 


Financing 


A very vital point, one of utmost importance to 
our industry, is that of financing the obligations that 
we shall have to meet at a very near date, in the 
extensions that have been contemplated and the im- 
provements that we should like to see installed. 

A suggested ideal way to get this money is through 
the sale of junior securities to your customers. If 
your company policy, in its public relations with its 
customers, is such that you have cultivated the 
friendship of the citizens in your community, and 
they are assured that you are active in looking after 
their interests and they believe in your integrity, 
they will buy your securities, and they will have an 
interest in your company and its interests that will 
be more dominant in your company’s welfare than 
any other power. Why? Because your welfare is 
also theirs. 

We all know if we can sell our customers our se- 
curities, particularly our junior ones, we will have 
a backing that is almost inconceivable in its strength. 
Just consider how eagerly bond houses will bid for 
your bonds if your junior securities are of strength. 
But you cannot get this condition if you have not 
established your proper contractual relations with 
your customers. So, besides all the other reasons 
given to obtain this power; we urge that you con- 
sider the benefits of the principles we have presented 
tc you. 


Points of Contact 


In all our points of contact in our credit, collec- 
tion and contractual policies, our first endeavor 
should be to place our customer at ease. Have prin- 
ciples that will be elastic, and see that every customer 
has proper provision for his needs. 

In the past, we know that rules and regulations 
were rigidly followed, and if a prospective customer 
did not like them, why he did not have to become a 
customer. 

That was the time when the balance had tipped so 
that the customer was left high in the air and we 
were safely grounded. Of course, something hap- 
pened, and gradually, during the past years, an at- 
tempt was made to stabilize this balance between the 
customer and the company. 

At times, because of lack of knowledge of new 
regulatory bodies, the weights were so placed on the 
customer’s side that the companies were in the air, 
hut gradually the proper balance is becoming more 
noticeable. 

The customer has a distinct idea of his rights, and 
an appreciable insight as to ours. Cultivate this in- 
stinct in the customer. Our customers are becom- 
ing more tolerant, and we have become humanized 
with red blood and take great interest in giving serv- 
ice to our customers by doing anything, and every- 
thing, that business methods permit us to do. 

The changed conditions we all welcome, but in 
some cases you will find this interest is liable to 
take the wrong curve, and that ordinary business 
methods may be sacrificed in order to coddle our 
customers and do nothing whatever that will in- 
convenience them, even at the sacrifice of funda- 
mental business principles. Injustice will come to 
the interests of such companies, as well as to the 
majority of their customers, for we have all ob- 
served that it is not the majority that will take 
all, but a minority that want everything. So, let 
us be generous, kind, and considerate, but not foolish. 


Respectfully submitted, 
J M. Roberts, Chairman; John De Maine, J. M. Cur- 


tin, De Witt Clinton, H. C. Schaper, J. J. Arm- 
strong, J. M. Scott. 


(The original article contains many details which 
cannot be published here for want of space.—Editor.) 





SALES STIMULATION 


(Continued from page 512) 


What Does the Salesman Find? 


In previous campaigns, what did the salesman 
meet? Was his a cold reception—did he find an en- 
emy confronting him? No! In practically every 
case, it was a somewhat neglected friend, receiving 
him gratefully. And the old, worn-out lighting fix- 
tures that were jeopardizing gas lighting in that 
house—that it was his job to replace,—seemed to 
say “Well, it’s about time someone took an interest 
We have been trying to uphold the honor of gas 
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lighting for a long, long time, but the odds are 
against us.” 

Is it the fault of the gasoline if an old, broken- 
down automobile stalls on a hill? No, and the 
driver doesn’t think so. But if the gas lighting in 
a house does not give satisfaction, the householder 
does blame GAS. That is the situation that con- 
fronts us, and it can be and has been remedied by 
progressive gas companies. 


Campaigns Run for Profit 

In conducting these campaigns the gas company, 
of course, incidentally expects to make a profit. 
There is no question of doing this if the payments 
can be collected promptly. In cases where deferred 
payments are added to the gas bill, the matter of 
collection is simple. Where this is not done and 
collectors have to call at the homes, the collection 
expense eats into the sales profit. 


Displays 

In displaying fixtures in your windows, make the 
setting in an actual room—living room, dining room, 
kitchen. Then the consumer can get a real idea ol 
how the fixture will look in his own home sur- 
roundings. 

Salesroom displays should be so arranged that dif- 
ferent styles of fixtures are connected and ready 
for demonstration. The sales force should be ac- 
quainted with the merits of each light, and know 
for what particular rooms they are best suited. It 
is most important that the fixtures on display be 
cleaned and dusted regularly, and that the pilot 
lights are not allowed to go out because of negli- 
gence. 


Assistance from the Manufacturer 


The manufacturer, who has helped in most of the 
successful fixture campaigns in past years, is always 
ready and willing to render every possible assist- 


ance. Booklets, circulars, suggestions for adver- 
tisements and displays are available. The repesen- 
tatives of the company will help you in planning 
your campaign and mustering together an efficient 
campaign sales crew. 


The Larger Aspect 


Entirely aside from the question of profit on the 
individual sale, there is a larger objective to be 
gained. The campaign is helping to preserve one 
of the most important branches of the business and 
upholding the reputation of GAS SERVICE. 





A NOVEL GAS EXHIBIT 


Foremost in public interest at the Washtenaw 
County Fair, which just closed in Ann Arbor, Mich- 
igan, was the exhibit of the Washtenaw Gas Com- 
pany. The exhibit was prepared by the business de- 
partment of the company with the assistance and co- 


operation of the Michigan Public Utility Information 
Bureau. 


Various types of modern gas appliances were dis- 
played and across the front of the booth was strung 
a heavy rope. This rope typified the span of the 
company’s service for sixty-two years. Weights 
strung along it represented the burdens under which 
public service was rendered through more than two 
generations. A poster calling attention to the rec- 
ord read: 


“These weights have never broken the strand of 
continuous service.” 


During the sixty-two years that the Washtenaw 
Gas Company has served its people there were three 
wars, three severe money panics, several coal and 
railroad strikes, and two periods of abnormal com- 
munity expansion. 

Much interest was also manifested in a large re- 
production of the dials on a gas meter and many 
people stopped during the week to receive enlight- 
enment on how to make readings. Pamphlets were 
distributed on the economical use of fuels. Food 
recipes and a general discussion of public service 
were also available at the booth, in addition to print- 
ed matter prepared by appliance manufacturers. The 
Washtenaw Gas Company was highly gratified by 
the results obtained. 


. 





A SALES SUGGESTION—PENCILS FOR MEN 


The Industrial Division of a Western gas com- 
pany provides its salesmen with special advertising 
lead pencils to present to prospective purchasers of 
equipment or service. The Peoples Gas Light & 
Coke Company, Chicago, also uses advertising pen- 
cils, one of which was sent out to all of those who 
entered the company’s slogan contest at the time 
announcement was made of the winning slogan, 
“You can do it better with gas.” 
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Mixed Gas Used in Buffalo 

BUFFALO, N. Y.—The Iroquois 
Gas Corporation has now placed 
the entire City of Buffalo on a 
mixed gas basis. The 120,000 con- 
sumers are all using the same mix- 
ture of natural and artificial gas, 
80 per cent of the first and 20 per 
cent of the latter, the combined 
product having a heat value of 
about 900 B. T. U. 

It is interesting to note that the 
change was made without confu- 
sion or any great number of com- 
plaints. About forty employees of 
the gas corporation called at the 
homes of consumers using artificial 
gas and adjusted burners. Burners 
of natural gas needed no adjust- 
ment. The mixed gas is popular 
with former users of artificial gas 
for it possesses 300 to 400 more 
3ritish thermal units than artificial 
and only a little less than natural. 
Pressure is better in all parts of 
the city. 


Resigned 
Wm. S. Guitteau has announced 
his resignation as Eastern Sales 
Agent for the Stacey Bros. Gas 
Construction Co., Cincinnati, Ohio. 


Troop Manufacturing Company 
at A. G. A. Meeting 

In our issue of October 13 we 
printed a list of all of the exhibits 
at the annual meeting of the A. G. 
A. at Atlantic City, compiled up to 
the time of going to press. Later, 
the Troop Manufacturing Com- 
pany of Pittsburgh, Pa., secured 
booth No. 69 and had on exhibition 
their instantaneous water heater 
and an automatic storage water 
heater, connected and in opera- 
tion. They also had on display tne 
Troop Automatic gas-fired hot 
water house heater. The gentle- 
men in charge of the exhibits were 
Charles G. Gieger, of De Freitas 
& Gieger, Inc., New York distribu- 
tors, and F. A. Deurr, general man- 
ager, Pittsburgh, Pa. 


Files Amended Incorporation 
Certificate 

The Granville Electric & Gas 
Company, through its attorney, 
Hugh Reilly, of Albany, N. Y., has 
filed an amended certificate of in- 
corporation, providing that 3,500 
shares non par value, to consist of 
1,500 shares preferred and 2,000 
shares common stock, may hence- 
forth be issued. This is a reclassi- 
fication of stock issue and new in- 
creased activities of the corpora- 
tion are contemplated at this time. 


Personals 





BE. C. 


Campbell, former general manager 


Benton Harbor, 


of the gas company here, has ac- 
cepted a position in the Chicago 
office of the company which con- 
trols the Benton Harbor plant. 
Harry B. Hummell, of Benton Har- 
bor, assumes Mr. Campbell’s place 
as general manager. 


Newark, N. J.—The Public Serv. 
ice Company has appointed tne ros- 
lowing cadet engineers, who will 
graduate this year from the Cadet 
Engineertag Course, to the fot- 
lowing positions in the company: 

L. M. Harris, graduate Univer- 
sity of Pennsylvania, now assist- 
ant to engineer of distribution, at 
Newark; N. C. Small, graduate 
University of Maine, now assist- 
ant to superintendent of distribu- 
tion, East Orange; W. P. Genover, 
Jr., graduate Georgia School of 
Technology, now assistant to su- 
perintendent of manufacture, Jer- 
sey City; R. D. McNeice, graduate 
Georgia School of Technology, now 
assistant to superintendent of dis- 
tribution, Newark. 


Gas Plant Unit to Be Ready Soon 

Louisville, Ky.—Construction of 
the first unit of the new $2,500,000 
artificial gas manufacturing plant, 
known as the Beargrass Station of 
the Louisville Gas & Electric Com- 
pany, will be completed and the 
plant will be operating by the time 
cold weather sets in, probably in 
December, A. G. Butler, engineer 
of the company, told the Lions 
Club weekly luncheon meeting at 
Hotel Henry Watterson. 

The first unit will have a daily 
capacity of about 12,000,000 cubic 
feet of manufactured gas. The en- 
tire plant, which will cover about 
100 acres adjoining the River road, 
will have an artificial gas capacity 
of 60,000,000 cubic feet daily. 

Mr. Butler said the company has 
had a construction force of 800 men 
busy this summer, giving “an idea 
of what the Louisville Gas Com- 
pany is doing in an effort to pro- 
vide conveniences for the citizens 
of Louisville.” 

Citing progress of the gas com- 
pany, Mr. Butler recalled that in 
1913 a pipe line was laid from West 
Virginia at a cost of $3,000,000. 
Later, a station was built half way 
of this line, at Winchester, Ky., to 
facilitate flow of gas to Louisville. 
In the last several years, with di- 
minishing gas in West Virginia, it 
was necessary to develop gas wells 
in eastern Kentucky. The flow 
not being enough, it was then de- 
cided to use artificial gas to supple- 
ment t’.e supply and in this connec- 
tion the new Beargrass plant was 
started, he said. 

The 60,000,000 cubic feet daily 
output of the new plant, plus the 
natural gas furnished by two other 
local plants of the company, will 
take care of the needs of Louis- 
ville for years, Mr. Butler said. 
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Stockholders to Meet to Change 
Par Value 

Worcester, Mass.—The _ stock- 
holders of the Worcester Gas 
Light Company, at their next meet- 
ing, will act on the question of re- 
ducing the par value of the com- 
pany’s $1,400,000 of common stock 
from $100 to $25 a share. The pur- 
pose is to secure a larger distribu- 
tion of the stock among the cus- 
tomers and employees of the com- 
pany by placing it within the means 
of small investors, following a 
practice which has become com- 
mon among the public utilities of 
the East. 

This action of the stockholders 
would convert the 14,000 shares of 
common stock into 56,000 shares of 
the $25 par value. 

Should the stockholders accept 
the plan they would authorize the 
president and treasurer to petition 
the Department of Public Utilities 
for permission to make the change. 


Financial Report 

Earnings of the Atlanta Gas 
Light Company, a subsidiary of the 
Georgia Railway & Power Com- 
pany, continue to be satisfactory 
and to show a substantial increase 
over preceding months. 

The net earnings for this com- 
pany for September, according to 
the monthly report filed with tne 
Georgia Public Service Commis- 
sion, were $46,358.68, a decided in- 
crease over earnings for August. 

Revenues of the company to- 
talled $170,613.98. Total expenses 
amounted to $124,255.30. 

While the new rate of $1.55 on 
gas is expected to cut materially 
into the returns of the company, 
the rapid expansion of Atlanta and 
great increase in the number of 
homes and apartments is expected 
to compensate in a large measure 
for this loss of revenue. 


Applies for Rate Revision 

Atlanta, Ga.—The Mutual Light 
& Water Company, of Brunswick, 
Ga., has filed a petition with the 
Georgia Public Service Commis- 
sion, requesting a revision of the 
gas rates now prevailing in that 
city. The company is desirous of 
obtaining a special rate for gas 
used for heating purposes, accord- 
ing to the petition. 


Adopts Uniform System of 
Accounts 

Atlanta, Ga.—A uniform system 
of accounts and special forms for 
gas, electric light and power com- 
panies, and for street raitway 
companies operating in the State 
of Georgia, were adopted at a re- 
cent meeting here of the Georgia 
Public Service Commission, and 
permission will be given utility 
companies throughout the State to 
adopt and use the system. Adop- 
tion of this new system, the com- 
mission has stated, will serve to 
considerably simplify the making 
of reports by the utility companies 
affected, and the keeping of ac- 
counts for these companies, prov- 
ing a considerable betterment over 
the present system, both for the 
companies in question and the serv- 
ice commission. It is the same sys- 
tem which was adopted at the last 
general convention of the National 
Association of Public Service Com- 
missioners, held last year at De- 
troit, and which is now in use tn 
a number of states throughout the 
country. 


Announces Payment of Rebate 

Atlanta, Ga.—Officials of the At- 
lanta Gas Light Company nave an- 
nounced that payment of the re- 
bate to Atlanta and suburban gas 
consumers necessitated by the re- 
cent ruling of the United States 
Supreme Court against the com- 
pany upholding a reduction In rates 
will begin about January 1, 1924, 
the amount of rebate representing 
the difference between the old rate 
of $1.65 per 1,000 cubic feet and the 
new rate ordered some time ago 
by the Georgia Public Service 
Commission of $1.55 per thousand. 
There are approximately 38,000 ac- 
counts on the company’s books, ac- 
cording to Preston S. Arkwright, 
president of the company, and 
about 60,000 checks will have to be 
made out to the consumers for the 
rebates entitled to them. A tre- 
mendous amount of clerical work 
is involved in the process. 
Gas Industry Shows Enormous 

Growth Since 1850 Report 

One thousand and twenty-two 
manufactured gas companies, the 
development of a public service 
industry that started little more 
than a century ago with the first 


gas plant built in Baltimore in 1816, 
now serve the people of the United 
States. 

This is thirty-four times the 
number of companies in existence 
in 1850, when there were but thirty 
manufactured gas companies in the 
United States, according to the 
United States Census of that year. 
The population has increased four 
and one-half times since then. 

In 1850 the thirty gas companies 
had a combined capital of $6,674,- 
000. The gas industry of today is 
capitalized at nearly $1,500,000,000 
($1,465,656,265 in exact figures). 

The gas plants of 70 years ago 
had an annual revenue of $1,922,- 
000. In 1920, according to the Cen- 
sus of Manufactures, gas company 
revenues amounted to $329,278,908. 

The capital of the average gas 
company has increased 6.4 times 
since 1850, whereas the value of the 
output has increased 17 times. 

In 1850 the gas mdustry required 
an investment of $3.80 to the dollar 
of product. This figure had grown 
to $4.40 in 1920, as compared to 
only 71 cents for industries in gen- 
eral. 

In 1922 the gas manufacturing 
companies of the country made and 
delivered to their customers for do- 
mestic and industrial purposes 
more than 360,000,000,000 cubic 
feet of gas. New York, the largest 
consumer of all the States, used 
39,000,000,000 cubic feet during the 
first six months of-the present year, 
and the 88 companies serving the 
public of the Empire State are 
mobilized to supply a demand that 
is expected to bring the State’s total 
to 90,000,000,000 cubic feet by the 
end of 1923. 





Chicago, Ill_—William A. Baehr, 
vice-president and general man- 
ager of the Illinois Power & Light 
Corporation, announces the ap- 
pointment of Thomas J. Lucas, 
electrical and gas engineer of wide 
experience, to the position of chief 
engineer. Mr. Lucas has been as- 
sociated with the William A. Baehr 
organization for the past fourteen 
years. 

Mr. E. S. Hight, electrical engi- 
neer, has been made general oper- 
ating engineer of the same corpor- 
ation. The headquarters of both 
will be in Chicago. 
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Files Petition to Sell Bonds 

Mobile, Ala—A petition to sell a 
million and a quarter of 7 per cent 
bonds, filed by the Mobile Gas Co., 
was heard and taken under advise- 
ment by the Alabama Public Serv- 
ice Commission. The issues would 
have gone to fund the company’s 
floating debt and to refund part of 
its outstanding bonds. 


Specifically, the petition seeks 
permission to issue and sell $725,- 
000 worth of 7 per cent bonds to 
refund part of the company’s out- 
standing bonds, amounting to 
$963,000, maturing January 1, 1924, 
and to issue $500,000 worth of 7 
per cent cumulative preferred stock 
to fund part of the company’s float- 
ing debt of approximately $629,000. 


Accounting Plan to Be Adopted 


Hartford, Conn—A conference 
of representatives ot gas compan- 
ies throughout the State with tne 
Public Utilities Commission was 
held on the matter of establish- 
ing a uniform system of ac- 
counting. There were present at 
the conference Samuel Ferguson, 
representing the gas plant of the 
Connecticut Power Company in 
New London; C. L. Campbell, of 
the gas plant of the Conn. Light 
& Power Company in Waterbury; 
J. A. McArthur and Ernest E. Ey- 
senbach, of the Hartford City Gas 
Light Company; Ralph I. Munson, 
of Bridgeport ; James H. Hunsdale, 
of Meriden; J. Arnold Norcross, of 
New Haven, and Alfred W. Dater 
of Stamford. 

The basis of the conference was 
the report of the committee that 
was appointed last summer to in- 
vestigate the subject of uniform 
iccounting and to report to the 
Public Utilities Commission. The 
‘ommittee made a report recom- 
mending the adoption of the plan 
‘f the National Association of Gas 
“ompanies with modifications re- 
lating to classification. Those in 
harge of the gas companies sug- 
gested that the report of the com- 
mittee be adopted as a whole, but 
that the modifications relating to 
subdivisions of accounts be furtne: 


considered. The conference was 
held at the suggestion of the com- 
mission. 


Reduces Rates 


Worcester, Mass.—The Worces- 
ter Gas Light Company will de- 
crease the price of gas 5 cents, 
from $1.40 to $1.35 per 1,000 cubic 
feet, on bills rendered on and after 
December 10. The drop is made 
possible, according to Manager 
Edward H. Bauer, by the :ncreas- 
ing consumption of gas in Worces- 
ter for both domestic and indus- 
trial purposes, and by improved 
methods of manufacture at the 
company’s plant. 

The present price has been in ef- 
fect since the reduction from $1.50 
which was made December 1, 1922. 

In his statement announcing the 
new schedule, Mr. Bauer said: 

“The Worcester Gas Light Com- 
pany will reduce the net price of 
gas to consumers from $1.40 to 
$1.35 per 1,000 cubic feet, to be- 
come effective on monthly accounts 
billed December 10 and thereafter. 

“The increasing output of the 
company’s works, resulting from 
increasing sales, coupled with im- 
proved methods of manufacture, 
has so reduced the cost of produc- 
tion as to make possible the tower 
price. It is the gas company’s pol- 
icv to lower the price as rapidly as 
sound business considerations will 
permit, in the knowledge that by 
so doing consumption is stimu- 
lated, and the greater the consump: 
tion the lower the unit cost of man- 
ufacture. 

“The present price has been in 
effect since December 1, 1922, when 
a reduction of 10 cents per 1,000 
cubic feet was made from $1.50. 
The latter price was established 
when it became possible to reduce 
the net price from $1.65, in July, 
1922, by reason of the establish- 
ment of the service charge.” 


Want Gas Service 


Bradentown, Fla. — Approxi- 
mately 425 persons have signed up 


pledging themselves to use gas for 
cooking and heating provided a gas 
plant is put in at Bradentown and 
rate is not in excess of $2 per 1,000 
cubic feet. 


When the Board of Trade com- 
mittee of solicitation completed its 
canvass the total was a few over 
400. Siince that time a number of 
persons have called at the Board 
of Trade rooms to sign up, stating 
that the committee missed them. 
Others who have been spending 
the heated term in the North are 
now coming in and signing up, and 
it is believed that within a short 
time there will be 500 or more 
signers. 


The gas committee of the Board 
of Trade, of which E. P. Green is 
chairman, is to have a meeting in 
a few days and canvass the situa- 
tion thoroughly. 


The committee is pretty well 
satisfied with its work. According 
to the statement prepared by R. A. 
Ellis of the Southern Gas Con- 
struction Company, Tampa, which 
plans to put in the plant for the 
city, 500 consumers would be suffi- 
cient to make the plant pay its 
way and a profit from the start, 
and that by the time the bonds 
began to mature there would be 
plenty of money on hand from the 
net earnings of the plant to pay off 
the cost of construction, so that 
the plant would not have cost the 
people a cent in tax money. 


Asks Reduced Rates 


Huntsville, Ala.—The Huntsville 
Gas Company has appealed to the 
Alabama Public Service Commis- 
sion for permission to reduce the 
present gas rates prevailing in 
Huntsville, the company contend- 
ing that the present rates are high- 
er than the traffic will bear and 
that if the rate is reduced much 
more gas will be consumed, thus 
enabling the Huntsville company 
to make a larger net return. 
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From Lamp Trimmer to Supervisor 
of Safety and Claim Agent 


F. A. Tewksbury, supervisor of 
safety and claim agent of the Den- 
ver Gas & Electric Light Co., Den- 
ver, Colo., has been connected with 
the company in various capacities 
for thirty years. He started in as 
a lamp trimmer and later became 
a meter tester. He next had 
charge of the meter room and was 
then transferred to the office of the 
late W. J. Barker, where for seven 
years he had charge of meter read- 
ers, inspectors and setters. 


For the past fifteen years Mr. 
Tewksbury has had charge of the 
safety work, as well as looking 
after all claims. In this capacity, 
through his rare tact and diplo- 
macy, he has made many friends 
for his company. 


M. L. Hibbard Is Promoted by 
Northern States Power Co. 


M. L. Hibbard, manager of the 
Union Light, Heat and Power Co. 
of Fargo, N. D., has been made as- 
sistant to the vice-president in 
charge of operation of the North- 
ern States Power Co. Mr. Hibbard 
will be in charge of operating work 
for the company in the states of 
Minnesota, Wisconsin, North and 
South Dakota, Iowa and Illinois. 


Mr. Hibbard has been manager 
of the Union Light, Heat and Pow- 
er Company since 1911, very 
shortly after it was acquired by H. 
M. Byllesby & Co. He was with 
the Fargo concern prior to that 
time, from 1908 to 1910, as super- 
intendent of electric distribution. 
In 1910 he went to San Antonio, 
Texas, with the San Antonio Trac- 
tion Co. and the San Antonio Gas 
& Electric Co., returning to Fargo 
on July 1, 1911, as general manager 
of the Union Light, Heat and 
Power Co. and serving in that ca- 
pacity ever since. 


Mr. Hibbard will be succeeded as 
manager of the Fargo public utili- 
ties by John F. McGuire of Minot, 
N. D., manager of the Minot divis- 
ion of the Northern States Power 
Co. 


Mr. McGuire has been manager 
of the Minot property since 1913 
He began his business career with 
the Commonwealth Edison Co. of 


Chicago. In 1909, when H. M. 
Byllesby & Co. organized a new 
business department, Mr. McGuire 
went with them, and he worked 
successively in Ottumwa, Iowa; 
Faribault and Mankato, Minn., and 
Sioux Falls, S. D., before going to 
Minot as manager. 


Well Known Southern Gas Man 
Dead 

Atlanta, Ga—William L. Cos- 
grove, 64, well known Atlantan 
and formerly president of the At- 
lanta Gas Light Company, died 
Monday evening, October 8, in 
Kent Hospital, Kent, England. 

Mr. Cosgrove, who was for 
many years connected with the 
Georgia Railway and Power Com- 
pany of this city, was an engineer 
by profession, and was widely 
known throughout the Southern 
states. 

He was born and educated in 
Illinois, and his early life was spent 
as a civil engineer and as a con- 
struction engineer in Chicago. 
Later he became connected with 
the Northwestern Railroad, where 
he remained for a number of years. 

Coming to Atlanta a number of 
years ago, he soon became promi- 
nently identified in local engineer- 
ing and construction circles, being 
with the Georgia Railway and 
Power Company at the time of his 
retirement from active work some 
five years ago. 

Mr. and Mrs. Cosgrove left At- 
lanta two years ago for an exten- 
sive tour of Europe. Mr. Cosgrove 
appeared in excellent health when 
he left, but suffered a slight ap- 
oplectic stroke at Lac de Como 
about a month ago. 

While in London consulting spe- 
cialists, he was stricken with par- 
alysis, from which he never recov- 
ered, remaining in an unconscious 
condition for three weeks before 


his death. 


Mansfield, Wis.—John Viereg, 
formerly manager of the People’s 
Gas Company of this city, has re- 
signed as manager of the local com- 
pany and will move to Manitowoc, 
where he will assume the duties of 
general manager of that plant. 


Miami, Ariz.—E. E. Hillyer was 
named as manager of the munici- 
pal gas plant at a recent meeting 
of the City Council. 


Financial Statement 

The Kansas City Power & Light 
Company reports September gross 
earnings $667,063. Balance after 
charges were $215,152, as com- 
pared with $160,349 in the corre 
sponding month of 1922. For the 
twelve months the gross was $8, 
807,953 against $7,553,846, balance 
after charges $3,149,399 against 
$2,290,854. 


Adrian, Mich.—D. E. Byerley, of 
Hattiesburg, Miss., will immedi- 
ately take over the management of 
the Citizens Light & Power Com- 
pany and the Lenawee Gas & Elec- 
tric Company, recently purchased 
by the Henry L. Doherty interests. 


STATEMENT OF THE OWNERSHIP, MAN: 
AGEMENT, CIRCULATION, ETC., RE- 
UIRED BY THE ACT OF CONGRESS 
AUGUST 24 1912, OF AMERICAN 
GAS JOURNA 


Published wiv at New York, N. Y., for 
October 1, 1923. 


State of New York, County of New York, ss.: 
Before me, a notary public in and for the State 
and count en gd appeared Stan- 
ton G. Krake, who, aving been duly. sworn 
according to law, deposes and says that he is 
Business Manager of the American Gas Jour- 
nal, and that the following is, to the 
best of his knowledge and belief, a true state- 
ment of the ownership, management, etc., of the 
aforesaid publication for the date shown in the 
above caption, required by the Act of August 
24, 1912, embodied in section 443, Postal Laws 
and Regulations, printed on the reverse of this 
form, to wit: 


1. That the names and addresses of the pub- 
lisher, editor, managing editor, and business 
managers are: 

Name of 
Journal, Inc., 


Gas 


Publisher—American 
53 Park Place, 


Light 
New York, N. Y. 
Editor—Ismar Ginsberg, Far Rockaway, N. Y. 


Managing Editor—Stanton G. 
Washington Avenue, Brooklyn, N. 
Manager—Stanton G. Krake, 319 Washington 
Avenue, Brooklyn, N. Y. 

2. That the owners are: American Gas Light 
Journal, Inc., 53 Park Place, New York, N. Y.; 
Elbert P. Callender, Nyack, N. Y.; 
_ 319 Washington Avenue, 


Krake, 319 
Y. Business 


Stanton G. 

Brooklyn, N. 
i8 

3. That the known bondholders, mortgagees, 

and other security holders owning or holding 1 

per cent or more of total amount of bonds, 
mortgages, or other securities are: None, 


4. That the two paragraphs next above, giv- 
ing the names of the owners, stockholders, and 
security holders, if any, contain not only the 
list of stockholders and security holders as they 
appear upon the books of the company but also, 
in cases where the stockholder or security holder 
appears upon the books of the company as 
trustee or in any other fiduciary relation, the 
name of the person or corporation for whom 
such trustee is acting, is given; also that the 
said two paragraphs contain statements embrac- 
ing affiant’s full knowledge and belief as to the 
circumstances and conditions under which 
stockholders and security holders who do not 
appear upon the books of the company as trus- 
tees, hold stock and security in a capacity other 
than that of a bona fide owner; and this affiant 
has no reason to believe that any other person, 
association, or corporation has any interest di- 
rect or indirect in the said stock, bonds, or other 
securities than as so stated by him. 

Stanton G. Krake, 
Vice-Pres. & Treasurer. 


Sworn to and subscribed before me this 2nd 
day of October, 1923. 
[Seal] Bessie S. Seaboldt. 


(My commission expires March 30, 1925.) 








